Customer service has become so vital and significant to consider especially in the financial business sector whether locally or globally. As banks continue to provide an increasing number of financial services and products, they face the challenge of integrating these disparate systems into a coherent, efficient infrastructure, while delivering the highest level of customer service and convenience without exposing their customers to the bank's internal system integration problems. However, banks in Ghana especially Ghana Commercial Bank (GCB) needed to improve and formalize its customer service and public relations programs. A descriptive research method was used to gather data from the respective target population. Customer service at GCB from the customers' perspective is not satisfactory but has led to the increase in number of new customers, maintenance of existing customer and increase in profitability among others.
Introduction
During the past decade, the financial sector in Ghana has undergone major changes mainly through the financial sector structural adjustment programme as part of the economic recovery programme. Moreover, globalisation, mergers and acquisitions, and the emergence of new technologies have contributed dramatically to stiffer competition and pressures on profitability. In such a competitive marketplace, attracting profitable customers is a priority of all the financial institutions' (FI) managers especially banks. Banks are profit-seeking institutions that must provide acceptable returns to shareholders (Agyapong, Agyapong & Darfor, 2011) .
The banking industry in Ghana has come under intense competition in the past ten years. This is due partly to new entrants into the industry both local and foreign and enforcement of Bank of Ghana regulations. High service quality is therefore required to differentiate offerings in the market place. Good customer service will only be defined by the experience of the bank customers. The question is what is required to attract, maintain and excite customers in the banking sector in Ghana.
Customers are the heart of every successful business and therefore businesses need to more concentrate on customers more than ever. Except those who donate blood voluntarily, one is either selling a service or a product for a living. Politicians, bankers, clerks, messengers, bus conductors, mortuary attendant, ticket agents, market women and everyone who provides a trade or service has a customer. According to Scott (2002) , Customer service is a series of activities designed to enhance the level of customer satisfaction, that is, the feeling that a product or service has met the customer expectation. The level of satisfaction can also vary depending on other options the customer may have and other products against which the customer can compare the organization's products.
Industry in Ghana
Some of the main challenges in customer service in banking includes poor data base management of customers, illiteracy level of majority of customers, lack of adequate infrastructure and technology on which customer satisfaction depends on like electricity (for ATM operations), low level of internet penetration. The importance of technology in banking became obvious when developed countries that had involved IT in its banking operations managed to reduce their costs of operations (Daily Graphic, 2008) . Banks in Ghana gradually introduced technology into its operations in the late 1980s to enhance their operations and to help clients enjoy their services with much convenience. Various researches have indicated that technology influences banking in a positive way in terms of productivity, cashiers' work, banking transactions, bank patronage, bank services delivery, customers' services and bank services (Balachandher et al., 2001; Idowu et al., 2002; Hunter, 1991; Yasuharu, 2003) . Owusu-Frimpong (1999) , other factors that customers are looking for in a high customer service can be divided into two broad groups as tangible and intangible factors. The tangible factors may concern performance, quality, reliability, cost of services and convenience. The intangible factors may be reputation, sense of caring, courtesy, willingness to help, problem solving ability of staff, etc. The tangible and the intangible factors primarily drive home the point about customer's perception about how he/she is being treated by a bank. Is the bank being fair to him/her in matters of interest rates, penalties, service charges and that he/she has not to fear any hidden costs and charges at a later date. Further, the customer also draws comfort from the fact that he or she is not being discriminated against vis-à-vis a new customer.
Lack of data integration in the industry does not encourage industry growth. In fact, customer service is a challenging issue in any service industry as there are many intangibles that define a customer's satisfaction or otherwise with a particular bank / branch / product or process. The advertisement and marketing campaigns that seem to evoke heightened customer response would come to zero if the service standards do not match the perceived quality aspirations of the customers.
From the point of view of an overall sales process engineering effort, customer service plays an important role in an organization's ability to generate income and revenue (Don & Rogers, 2008) . The benefits of the current customer-centric banking industry are phenomenal. The banks are able to differentiate themselves from the competition and improve their image in the eyes of the customer.
From the above perspective, customer service should be included as part of an overall approach to systematic improvement in banking activities because the customers decide whether the survival of banks in Ghana thus the researchers quest to investigate how the customer service can be improved in the Ghanaian banking industry with reference to Ghana Commercial Bank. The objectives of the research were as follows: a) To examine the awareness of GCB in the banking industry. b) To find out if the target market is aware of the offerings of GCB. c) To examine the attitudes of the target market towards GCB in relations to its image and reputation alongside that of its competitors.
d) To identify areas where GCB needs to improve on its image in the industry.
Literature Review
A service is any act or performance that one party can offer to another that is essentially intangible and does not result in the ownership of anything (Kotler & Keller, 2006) . The insight of service marketing focuses on selling the services in the best interest of sers/customers. It is fretful with a scientific and planned management of services which makes possible a fair management of the interests of providers as well as the users. Services are vital segment of all economies and they become increasingly more everyday life as economies develop. The size of service sector is increasing day-by day generally in all types of economies in the World and in particular developing economies. This is an exhilarating time for services development, since new technologies are transforming the services worldwide. These elementary and speedy changes being practiced by services markets throughout the world are brought about among other factors primarily by the technological improvements and by competition oriented reform policies. This creates different anticipation on customers' awareness towards the product or service of the company. In the era of globalization and borderless market, responsiveness, quality and productivity are essential for the survival and growth of any organization (Potluri & Mangnale, 2011) . Despite this huge transformation and improvement in the service sector and particularly banking sector in Ghana, it still remains a fact that less than 20 % of Ghanaians form the banking population as opposed to the 80 % unbanked population (Fanawopo, 2007) . Gronroos (2000) defined service as, "A service is a process consisting of a series of more or less intangible activities that normally, but not necessarily always, take place in interactions between the customer and service employees and/or physical resources or goods and/or systems of service provider, which are provided as solutions to customer problems". Fogli (2006) defined term service quality as "a global judgment or attitude relating to particular service; the customer's overall impression of the relative inferiority or superiority of the organization and its services".
Service Interaction
Interactions between customers and employees are a decisive component of service quality. This is principally factual for services exemplified by a high degree of person-to-person interaction and by the absence of an exchange of tangible goods. The client comes away from service interaction with feelings of contentment or annoyance. Service encounter is an interpersonal association between the firm's staff and customers (Potluri & Mangnale, 2011) . Research has indicated that service quality has been increasingly recognized as a critical factor in the success of any business (Parasuraman et al., 1988) , and the banking industry in this case in not exceptional (Hossain & Leo, 2009 ).
Service quality has been widely used to evaluate the performance of banking services (Cowling & Newman, 1995) . The banks understand that customers will be loyal if they provide greater value (quality services) than their competitors (Dawes & Swailes, 1999) , and on other hand, banks can only earn high profits if they are able to position themselves better than competitor within specific market (Davies et al., 1995) . Consequently, banks need to focus on service quality as a core competitive strategy (Chaoprasert & Elsey, 2004) .
Service Quality
Service Quality involves a comparison of expectations with performance. According to Lewis and Booms (1983) service quality is a measure of how well a delivered service matches the customers' expectations. Generally, the customer is requesting a service at the service interface where the service encounter is being realized; then the service is being provided by the provider and in the same time delivered to or consumed by the customer.
The main reason to focus on quality is to meet customer needs while remaining economically competitive in the same time. This means satisfying customer needs is very important for the enterprises to survive. The outcome of using quality practices is:  Understanding and improving of operational processes.
 Identifying problems quickly and systematically.
 Establishing valid and reliable service performance measures.
 Measuring customer satisfaction and other performance outcomes.
Organizations are increasingly interested in retaining existing customers while targeting non-customers and customers of competitors; measuring customer satisfaction provides an indication of how successful the organization is at providing products and/or services to the marketplace. According to Rose and Hudgins (2008) , a bank is a financial intermediary that offers the widest range of financial services especially credit, savings, and payment services and performs the widest range of financial functions of any business firm in the economy. The functions of a bank according to Reed and Gill (1989) (Heffernan, 2005) . GCB provides a wide range of products and services for the benefit of its customers. From the traditional products of the Current/Savings Accounts, GCB now offers specialized products and services including Link2Home for Ghanaians resident abroad, doorstep cash collection, loans and overdrafts. There are also investments products like treasury bills as well as fixed and call deposits. These are cut to suit the individual needs of customers. In addition, GCB has taken advantage of an enhanced information technology system, to introduce Internet Banking (Commernet Plus), Royal Banking, Smart Pay (Fee Payments), Kudi Nkosuo, GCB Inland Express Money Transfer, International Money Remittance Payments, GCB Kidistar Account and MasterCard (Note 1).
However, a bank like GCB recognize that customer satisfaction (CS) plays a key role in a successful business strategy. What is unclear is the exact nature of that role, how precisely satisfaction should be managed, and whether managerial efforts aimed at increasing satisfaction lead to higher score in sales. Today, managers in the banking sector especially at Ghana Commercial Bank (GCB) undertake substantial efforts to conduct CS surveys. Yet it appears that in most cases the data are used to simply monitor specific attributes, and especially overall satisfaction, over time. Unless the impact of customer satisfaction on revenues is assessed, managers have little basis for allocation of resources.
The concept of customer care is concern with customer satisfaction putting the customer first, anticipating needs and problems, tailoring the product and services to meet needs and being nice to customers it also includes service to the customer, delivery operation, employee relationship with customer and internal relationship between employee and management. In improving customer care strategies and programs, financial services organizations are managing products and services, delivery systems, environment and people so as to provide an efficient and caring service, getting things right the first time and maintaining standards (Naveed, 2009). In services industries, the subject of service quality globally remains a critical one as service providers strive to maintain a comparative advantage in marketplace. Financial services in general, particularly banks; compete in marketplace with generally undifferentiated services and products, thereby service quality becomes a key competitive weapon (Stafford, 1996) . A banking organization like GCB can only differentiate itself from competitors by providing high quality services. It is true that structural changes have resulted in banks to perform a greater range of activities, and enabling them to become more competitive with non-bank financial institutions (Angur et al., 1999) . Presently, technological advancements are causing banks to revise their strategies for services offered to both individual and commercial customers.
Quality Measurement
Quality measurement is separated in subjective and objective processes, at which mostly the customers' satisfaction is being measured. Measuring the customers' satisfaction is an indirect way to measure quality.
Objective processes are being subdivided into primary and secondary processes:  During primary processes, test buyings from silent shoppers are being made or normal customers are being watched.
 During secondary processes quantifiable enterprise numbers like amount of complaints or the amount of given back goods are being analyzed, and with this information conclusions to quality can be drawn.  Subjective processes are being subdivided into characteristic orientated, incident orientated and problem orientated processes.  To the characteristic focused processes counts the SERVQUAL method.
 To the incident focused processes counts the Critical Incident Theory.
 To the problem focused processes counts the Frequenz Relevanz Analyse (German).
The most important and most used process to measure service quality is the SERVQUAL method.
In the early 1990s, the banking system included the central bank (the Bank of Ghana), three large commercial banks (Ghana Commercial Bank, Barclays Bank of Ghana, and Standard Chartered Bank of Ghana), and seven secondary banks. These and the commercial banks placed short-term deposits with two discount houses set up to enhance the development of Ghana's domestic money market: Consolidated Discount House and Securities Discount House, established in November 1987 and June 1991, respectively. At the bottom of the tier were 100 rural banks, which accounted for only 5 percent of the banking system's total assets. Loans rose, with banks' claims on the private sector up by 24.1 percent, to ¢117.4 billion (Note 2).
However, the Ghanaian Banking Industry has witnessed many developments in terms of innovative products and services. This current state of affairs has brought tremendous transformation in the way business is done in the banking industry. The deregulation of the sector and subsequent introduction of a universal banking license for banks to engage in all banking transactions ranging from merchant banking, commercial and investment banking to development activities has been a catalyst in this direction. The 21st century is considered as the service industry century. Service industry is growing at a rapid pace across developed and developing countries. Services are deeds, processes and performances (Zeithaml & Bitner, 2003) . Broadly speaking, services include all economic activities whose output is not a physical product or construction is generally consumed at the time it is produced and provides added value in forms (convenience, amusement, timeliness, comfort or health) that are essentially intangible concerns of its first purchaser (Quinn & Paquette, 1987) . Service has been entering every part of life from the most essential demands (such as eating, sleeping) to other entertainment needs such as banking, sport, traveling, cooking and telecommunication). Customer service improvement has led to the introduction of innovative products of banks as acknowledged by Koch and MacDonald (2006) can be financial or technical. For example, such emerging financial products as personal housing mortgage loans, personal consumption loans, sale and trusteeship of funds have not only satisfied people's diversified financial demands to some extent but also expanded banks' operational spaces and their profit-making channels. According to Koch (2006) , financial innovation is the catalyst behind the evolving financial services industry and the restructuring of financial markets. Innovations take the form of new securities and financial markets, new products and services, new organizational forms and new delivery systems. Institutions may modify the means by which they offer products and services. Recent trends incorporate technological advances with development of cash management accounts, including the use of ATM, home banking via computer and the internet, and shared national and international electronic transfer systems.
Most of the service providers in Ghana behave as if they are doing their customers favors instead of rendering a service which is promised and paid for. Customer service has lost its impetus, for it is no longer an index measuring success of service providers. Customers have been pushed to the wall to accept the fact that as far as Ghana is concerned, the customer has no choice or voice other than to survive at the mercy of halfhearted service providers. Poor customer service is gradually becoming an accepted norm in our society (Adu-Gyamfi, 2008) .
Customer expectations and needs for services have substantially increased (Wrennall, 2000) . As customers become better educated, they demand new products, better and more reliable delivery as well as more responsive services. As a consequence, to improve competitiveness, banks have to understand customer needs and expectations (Parasuraman, 1991) and satisfy their customers by providing better products and services. In using the traditional Servqual model in 2012 ISSN 1913 -9004 E-ISSN 1913 138 assessing service quality research done by (Khalid, Mahmood, Abbas & Hussain, 2011) in Pakistan indicated that in the assessment of service quality customer perceive highest satisfaction in the responsiveness area and lowest in the tangibles area. They found out that in order to achieve higher levels of service quality, the bank managers should redesign their strategies about customer satisfaction with respect to service quality.
According to Adu-Gyamfi (2008) , the following are some of the causes of poor customer service in Ghana with regards to businesses:  We do not teach it in our schools and business world.
 It is not respected by employers and co-workers to be customer service -oriented employee.
 One need to go extra mile in cultivating customer service, unfortunately most employers and employees are lazy.
The increased emphasis on quality improvement has led organizations to emphasize customer service. In almost any job especially the banking sector, customer service skills are important to achieving success and people skills form the foundation for good customer service. Such skills include interpersonal relation, problem solving, leadership and teamwork. People skills can foster a positive attitude, effective communication, courteous and respectful interaction and the ability to remain calm in control of difficult situations (Becker & Wellins, 1990 ).
Likewise, customer service training organization-wide can be a key component of a bank turnaround. As so many banks are striving to become increasingly customer-centric in order to survive and grow. Achieving this customer focus requires leveraging existing customer information to gain a deeper insight into the relationship a customer has with the institution, and improving customer service related processes so they are quick, error-free, and convenient for the customer. According to the American Bankers Association, the average cost to acquire a new customer in a bank in the United States is $3,500. As a consequence of these high costs, retaining and growing the existing customer base becomes increasingly important. However, the realization of this in Ghana coupled mergers, acquisitions, and regulation changes has resulted in the banking industry increasing the number of services it provides to include more than just deposit and withdrawal to meet its customer-centric status (Microsoft in Financial Services, 2003) .
In the same vein, banks cannot rule out the role of technology in customer service. Adoption of technology has changed the face of the banking sector which is manifest in the various transformational developments of the recent past. The benefits of technology are, however, not commensurate with the developments. The speed, cost, convenience and efficiency of banking services have not improved by factors that technology enables one to achieve. This, if banks can bring in cost-effective technology with appropriate delivery model, it would improve speed, efficiency and quality of banking services. It will also ensure that customers are treated fairly as technology has this unique characteristic of bringing in equity (BIS Review, 2010).
BIS Review 2010 outlined that banks must also resolve to reduce customer grievances by minimizing courtesy and behavioral standards, transparency, non-discriminatory policy, deliver what is promised and many. The function of service quality is competitiveness including customer satisfaction (maintain a customer base). It is not necessary that a firm applies all of the 5 main quality criteria as indicated in SERQUAL model. Instead the company can emphasize on the ones which are important for its strategy. The bottom line here is that the customer should be satisfied after encounter with the service. In summary, this study was designed to address how customer service is rendered in Ghanaian businesses, how poor these services are provided and how to reduce customer grievances effectively.
Research Methodology

Research Design
A research design is the program that guides the researchers in the process of collecting, analyzing and interpreting the data. The researcher decided to use the descriptive form of research design to provide solutions to the research problems. Descriptive research involves gathering data that describe events and then organizes, tabulates, depicts, and describes the data collection. This research design is used because it often uses visual aids such as graphs and charts to aid the reader in understanding the data distribution. Because the human mind cannot extract the full import of a large mass of raw data, descriptive statistics are very important in reducing the data to manageable form. Likewise, descriptive research can be either quantitative or qualitative, thus the researchers' choice of research design (Glass & Hopkins, 1984) .
Study Population
Considering the broad nature of the banking industry of Ghana, the complexities involved in customer service and time constraint, the study could not look at improving customer service within all banks in Ghana. As a result the researchers have selected management officials and customers of three Ghana Commercial Bank (GCB) offices within Accra including the head office as the population of the study. The branches are Head Office at Accra Central, Kwame Nkrumah Circle Branch, and Kaneshie Branch. These branches were selected because they are very busy branches.
Sample Size and Sampling Technique
The main instrument for data collection was the questionnaire that was administered through the help of some staff of the selected financial institutions.
Researchers normally determine their sample size and technique to validate their objectives of the study. The researchers used stratified sampling method to select respondents made up of management officials and customers of the GCB offices chosen for the study, making a sample of one hundred (100) respondents. The researchers made a clear indication of what the study set to achieve by providing respondents with the objectives of the study, this is to get them informed on hand before attempting to answer questions. However, the stratified sampling method is the process of dividing members of the population thus officials and customers of Ghana Commercial Bank into homogeneous subgroups before sampling was done.
Sources of Data
The research was based on both secondary and primary data collection. The primary sources of data were used purposefully in the analysis stage of the study. This data was gathered through sources such as questionnaires and interview questions designed to solicit information from management officials and customers of Ghana Commercial Bank, Ghana (GCB). Also, the secondary sources of data were gathered from relevant reading materials obtained from the internet, books in journals, articles, magazines, annual report of GCB, newspapers and the internet on issues relating to customer service.
Research Instrument
The researcher used questionnaires as the basic research instrument, which is the collection of questions put together based on the objectives of the study to gather data on the objectives of the study and customer service issues relevant to the study.
Analysis of Data
The researchers used simple Microsoft office excel, with graphical and table presentation for the analyses. In addition, researchers analysed the data by using both qualitative and quantitative data.
Research Limitations and Potential Problems in the Industry
Due to financial and general resource limitation the study was conducted using only one bank (GCB) and also only three branches out of 157 branches and agencies. Also, the sample size and number of actual respondents are limited.
The researcher or other researchers may use a bigger sample size to find out more about customer satisfaction and service quality. Finally, a more robust analysis involving other factors is needed in financial service industry to reach at a strong conclusion on customer satisfaction in customer service. The potential problem is that the industry keeps growing and customers' interest and needs keeps increasing in complexity making research into customer needs and wants more complex.
Results
In analyzing the feedback from respondents, it was evidenced that GCB provides products and services such as loan financing, mortgage financing and many. This is because GCB is the bank in Ghana with the highest capital base because it is owned by the government of Ghana and provides services for a wide range of customers across the country. Again, as to whether officials of GCB give instant feedback to customers on transactions, majority of the respondents view is an indication that customers of GCB are given instant feedback on banking transactions undertaken despite the fact that there are some delays sometimes preventing prompt feedback.
The result on whether from the officials view customers of GCB have knowledge of products and services offered by the bank. 87 % respondents think customers have knowledge of products and services whiles 13 % think otherwise. The findings are an indication that, the bank thinks it has put in place factors that ensures that all customers of the bank are informed about products and service offered. Some of these factors mentioned by respondents (officials of GCB) are media publicity, website publicity, direct marketing and mail box advertisement among others. With the methods used by the bank to create awareness for the banks products and services, GCB rely massively on media advertisement as a form awareness creation for the bank's products and services. With research on classification of tangibles considered by GCB as way of improving customer service, responses made by officials of GCB therefore means that, though there are more tangibles that show the improvement of customer service by GCB, there is still room for improvement in customer service. With analysis of quality of services, majority of the respondent answered that GCB provides unsatisfactory quality services. In analyzing the courteous abilities of Customer Service Representative at GCB, management of GCB are putting in a lot of measures to improve on their customer relations practices as a development agenda in this era of stiff competition in the banking sector.
With Knowledge about Products and Services provided by GCB, there was an indication that customers at GCB are aware of majority of products and services offered by GCB.
With Analysis of Whether the Relationship between Officials of GCB and Customers is Cordial, the result is an indication that, although GCB has improved on customer relations, there is more room for improvement as customers must be seen as part owners of the organization. With Reliability of GCB, the responses from respondents showed that all kinds of approaches are applied by employees of GCB to improve the customer relations at the bank to make the bank reliable but customers of the bank are still not satisfied since 60 % of the respondents did not respond to this question.
Again with evidence of customer service at GCB, majority said that officials have the knowledge to answer customer questions and that the customer service of the bank has improved. With Analysis of Perception about Customer Service at GCB, it was nothing to write home about since unsatisfactory weighed very high.
Analysis of Respondents Understanding of Customer Service
Over the last decade, banks have undergone many changes as mergers and acquisitions, and regulatory changes that have shaped the banking industry into one that provides more than just the traditional deposit and loan products. As banks continue to provide an increasing number of financial services and products, they face the challenge of integrating these disparate systems into a coherent, efficient infrastructure, while delivering the highest level of customer service and convenience without exposing their customers to some customer service problems. That is why management, investors and other stakeholders have to take proactive steps to protect the money they put into their banking business by improving customer service.
More so, it is very necessary to find out the understanding of customer service which forms the basis of providing optimum customer service. To receive the required result about the meaning of customer service, the researchers asked officials of Ghana Commercial Bank (GCB) what they know about customer service. The field survey revealed that customer service is a combination of business process and technology that seeks to understand a company's customers from the perspective of who they are, what they do, and what they are like. Other respondents say customer service is the ability to provide a service or product in the way that it has been promised.
Secondly, the field survey disclosed that customer service is about treating others as you would like to be treated yourself and bank's ability to supply their customers' wants and needs based on convenience and time of operation. For example, Commerce Bank, an American most convenient bank opens its branch offices seven days a week.
Weekdays it opens at 7:30 a.m. and closes at 8 p.m. with shorter weekend hours. The bank always opens 10 minutes early and stays 10 minutes late. Commerce's astonishing service record has made them one of America's best-performing banks, with their stock increasing 2,000 percent in 10 years. Commerce Bank's positive results from its extreme customer service approach prove the importance of customer service in banking.
Conclusion
This study investigated the ways that customer service can be improved in the banking sector of Ghana. Ghana Commercial Bank was chosen as a case study and the research concerned the administration of questionnaires to bank officials and customers of the bank in several branches. Various discussions indicated that customers' perceptions vary according to the nature of service at GCB. In this case, the highest customers' perceptions are demonstrated in the tangibles area such as infrastructure facilities of the bank, followed by the empathy area such as timing of the bank and returns on deposit. On the other hand, the lowest perceptions are in the competence area such as the method of imposing service charges followed by reliability.
All categories of respondents such as officials and customers of GCB understand clearly what customer service means.
In their discussions, they claimed customer service is a combination of business process and technology that seeks to understand a company's customers from the perspective of who they are, what they do, and what they are like. Others say customer service is the ability to provide a service or product in the way that it has been promised and customer service is about treating others as you would like to be treated yourself and bank's ability to supply their customers' wants and needs based on convenience and time of operation.
The findings also revealed that though customer service at GCB from the customers perspective is not satisfactory, improving customer service at the bank has led to the increase in number of new customers, maintenance of existing customers, increase in loan disbursement, easy and safe payment, increase in profitability, increase in market share, increase in revenue and reduction in expenditure.
Looking at the results of the study, the researchers recommended some interventions that can be implemented to improve customer service at GCB. Based on the findings and other observation made, the researchers recommended that continuous improvement of the quality of human resources through on the job training is needed. Classify Customer Complaints: as individual complaints are recorded, the nature of the complaint, along with the product or service the complaint is about, requires classification. In the banking sector, complaints that violate federal laws, or internal bank policies and procedures, should be classified separately from other customer service issues. Ghana Commercial Bank should enhance its customer relations management practices to strengthen the cordial relationship between bank officials and customers to create a perception that bank officials are reliable. Ghana Commercial Bank must improve its physical infrastructure such as buildings, furniture, fittings, equipments, vehicles and many to appeal customers since some customers consider them to enhance customer satisfaction. Finally, bank officials in all departments of the Ghana Commercial Bank must be given customer service training to get the understanding of how important customers are to the bank and also an independent unit should be created to handle creation, implementation monitoring and control of customer service strategies of GCB.
Approaches to Improve Service Quality
Generally the service design or the service delivery can be improved to achieve a high quality service. The service design consists in: service product design, service facility design and service process designated.
The service delivery consists in service delivery process, service encounter environment and customer-Provider interaction.
Improvement of service quality therefore requires that GCB plan around improving the design and delivery of the offerings and thereby improving on quality of customer service. 
Notes
